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Abstract  The  current  competitive  climate  paves  the  way  for  a  change  in  the  manage-
ment of  the  customer  portfolio  by  attempting  to  improve  the  efﬁciency  and  proﬁtability
of the  relational  approach.  Accordingly,  the  study  of  the  company--customer  relation-
ship incorporates  the  concept  of  customer  engagement.  This  new  concept  suggests  that
transactional  criteria  (repurchasing,  cross-selling,  level  of  use)  are  insufﬁcient  to  assess
the proﬁtability  of  each  customer.  Therefore,  it  is  necessary  to  consider  customers’  non-
transactional  behaviour,  including  word  of  mouth  and  blogging,  in  order  to  gain  a  more  accurate
idea of  the  current  and  future  worth  of  each  customer.
In line  with  the  previous  ideas,  this  research  analyses  the  role  of  frontline  employees,  who,  the
majority of  the  time,  are  regarded  as  spokespeople  for  the  company  in  the  company--customer
interaction,  as  well  as  being  inﬂuential  in  the  level  of  satisfaction  and  engagement.  This  inter-
action is  vital  in  the  case  of  a  service  failure  or  complaint  management.
The contribution  of  this  study  is  justiﬁed  by  the  originality  of  the  concept  analyzed  and
the lack  of  any  previous  works  dealing  speciﬁcally  with  the  possible  relationship  between  the
actions of  employees  and  customer  engagement.  Furthermore,  it  analyses  whether  the  fact  that
a customer  has  made  a  complaint  or  not  has  any  effect  on  the  causal  relationships  proposed.
The theoretical  and  practical  implications  are  included  in  the  ﬁnal  part  of  the  paper.
© 2013  ESIC  &  AEMARK.  Published  by  Elsevier  España,  S.L.U.  All  rights  reserved.PALABRAS  CLAVE
Captación
de  clientes;
Empleado  de
atención  al  cliente;
El  papel  de  los  empleados  de  atención  al  cliente  en  el  compromiso  de  los  clientes
Resumen  El  clima  competitivo  actual  allana  el  camino  hacia  el  cambio  en  la  gestión  de  la
cartera de  clientes  tratando  de  mejorar  la  eﬁcacia  y  la  rentabilidad  del  enfoque  relacional.  En
consonancia,  el  estudio  de  la  relación  empresa-cliente  incorpora  el  concepto  de  «compromiso
del cliente».  Este  nuevo  concepto  sugiere  que  los  criterios  transaccionales  (readquisición,  venta
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cruzada,  nivel  de  uso)  son  insuﬁcientes  para  evaluar  la  rentabilidad  de  cada  cliente.  Por  lo
tanto, hay  que  considerar  el  comportamiento  no  transaccional  de  los  clientes,  incluido  el  boca
a boca  y  la  publicación  en  blogs,  para  obtener  una  idea  más  exacta  del  valor  actual  y  futuro  de
cada cliente.
De  acuerdo  con  las  ideas  expuestas,  en  esta  investigación  se  analiza  el  papel  de  los  empleados
de atención  al  cliente,  que  la  mayor  parte  del  tiempo  se  consideran  portavoces  de  la  empresa
en la  interacción  empresa-cliente  y,  asimismo,  inﬂuyentes  en  el  nivel  de  satisfacción  y  com-
promiso. Esta  interacción  es  fundamental  en  el  caso  de  errores  en  el  servicio  o  de  gestión  de
reclamaciones.
La contribución  de  este  estudio  se  justiﬁca  por  la  originalidad  del  concepto  analizado  y  la
falta de  obras  previas  dedicadas  especíﬁcamente  a  la  posible  relación  entre  las  acciones  de  los
empleados y  el  compromiso  de  los  clientes.  Además,  se  analiza  si  el  hecho  de  que  un  cliente  haya
interpuesto  una  reclamación  o  no  tiene  algún  efecto  sobre  las  relaciones  causales  propuestas.
En la  última  parte  del  artículo  se  incluyen  las  implicaciones  teóricas  y  prácticas.
© 2013  ESIC  &  AEMARK.  Publicado  por  Elsevier  España,  S.L.U.  Todos  los  derechos  reservados.
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ompanies  have  traditionally  paid  much  attention  to  the
ransactional  behaviour  of  consumers  (repurchasing, cross-
elling,  level  of  use,  length  of  the  relationship, etc.)  as
hese  actions  had  an  immediate  effect  on  the  sales  vol-
mes  and  results.  However,  the  current  competitive  climate
avours  a  new  approach  to  managing  the  company--customer
elationship  which  incorporates  non-transactional  behaviour
word-of-mouth,  blogging  or  referrals,  co-creation,  amongst
thers),  which  can  have  a  strong  impact  on  company  results,
ven  if  these  are  not  registered  with  immediate  effect.
his  has  led  to  the  inclusion  of  a  new  concept  in  special-
zed  literature  (customer  engagement)  which  has  become
 prominent  issue  in  the  areas  of  both  relational  marketing
nd  consumer  behaviour.  Research  on  customer  engagement
as  focused  its  attention  on  analyzing  customer  proﬁtabil-
ty,  using  both  their  transactional  and  non-transactional
ehaviour  (Kumar  et  al.,  2010;  Van  Doorn  et  al.,  2010).
This  concept,  considered  to  be  one  of  the  top  research
riorities  by  the  Marketing  Science  Institute,  emerged
n  marketing  literature  as  an  evolution  of  the  relational
aradigm.  It  is  based  on  the  continual  interactions  that
rms  maintain  with  their  customers,  and  those  between  cus-
omers  and  other  consumers,  which  affect  non-transactional
ehaviour  (Vivek,  2009).  The  peculiarity  of  these  behaviours
s  that  they  are  voluntary  (Mollen  &  Wilson,  2010),  and
lthough  they  do  not  generate  immediate  revenue  for  the
ompany,  they  help  reinforce  the  company  image  and  can
nﬂuence  future  purchase  decisions  of  other  consumers,
hich  could  boost  proﬁtability  and  the  value  of  the  business
ver  the  long-term.
Engagement  can  be  seen  as  an  indicator  that  reﬂects
he  level  of  customer  involvement  and  connection  with
he  products,  services  and  activities  of  the  ﬁrm  (Verhoef,
einartz,  &  Krafft,  2010).  Therefore,  an  engaged  customer
s  the  result  of  feeling  sufﬁciently  satisﬁed  and  from  the
ompany--customer  interaction  itself  (Hollebek,  2011).
This  interaction  is  of  particular  interest  in  services  mar-
eting.  The  literature  highlights  that  in  this  interactive
rocess  those  employees  who  are  in  direct  contact  with
ustomers  play  a  vital  role  (Berry,  1981;  Gounaris,  2008;
-aswan,  Pelton,  &  True,  2005).  This  is  due  to  the  fact  that
mployees  often  act  as  the  spokespeople  of  the  company
nd  take  an  active  role  in  delivering  the  service,  provid-
ng  information,  showing  customers  how  to  make  better
se  of  the  service  acquired,  process  complaints  or  claims,
pologize,  propose  solutions  or  alternative  uses,  and  gen-
rate  feedback,  all  of  which  is  of  great  importance  for  the
resent  and  future  value  of  the  company.  Aspects  such  as
raining,  actions  and  motivation  of  employees  can  therefore
elp  explain  why  certain  customers  are  willing  to  become
ngaged  customers.
However,  the  novelty  of  the  concept  of  customer  engage-
ent  and  the  relative  shortfall  of  speciﬁc  literature  explain
he  lack  of  previous  research  on  the  subject  and  provide  jus-
iﬁcation  for  this  study.  Our  work,  which  is  of  exploratory
ature,  seeks  to  analyze  the  role  of  frontline  employees  in
he  level  of  customer  engagement.  This  study  is  of  interest
o  both  academics  and  practitioners  given  that,  as  Seltzer,
ardner,  Bichard,  and  Callinson  (2012)  indicate,  frontline
mployees  often  act  as  public  relations,  by  being  the  ambas-
adors  of  the  company  when  they  communicate  and  interact
ith  external  audiences  (e.g.,  customers).  The  actions
aken  by  these  employees  and  their  responses  to  customer
nquiries  are  one  of  the  most  effective  communication
ools.  In  fact,  consumers  sometimes  trust  the  messages  con-
eyed  by  these  employees  more  than  any  other  source  of
ommunication  (Van  Laer  &  De  Ruyter,  2010).
In  this  sense,  our  research  analyzes  the  role  of  frontline
mployees  to  increase  the  perceived  level  of  customer  sat-
sfaction  when  using  a  service  (in  this  case,  mobile  phone
perators).  This  study  represents  the  ﬁrst  empirical  research
o  tackle  this  matter.  In  a second  step,  we  examine  whether
hose  customers  who  are  dissatisﬁed  have  made  a complaint
r  not,  and  whether  making  a  complaint  moderates  the
ustomer--employee  interaction.  In  order  to  do  this  we  con-
ider  engagement  a  speciﬁc  construct  that  simultaneously
ncludes  non-transactional  attributes  such  as  co-creation  or
ord-of-mouth  (Bolton,  2011;  Van  Doorn,  2011).
Speciﬁcally,  we  wish  to  examine Whether  employees,  in  their  roles  as  spokespeople
of  the  company,  affect  (i)  the  level  of  customer
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satisfaction  and  (ii)  the  level  of  engagement  of  these  cus-
tomers.
-  Whether  customers  can  become  engaged  customers  on
the  basis  of  their  feeling  of  satisfaction  alone,  or  whether
employees  play  a  part  in  this  role.
-  Whether  relationships  where  no  complaint  has  been  made
are  comparable  to  those  where  a  complaint  has  been  reg-
istered.
In  order  to  achieve  these  objectives  the  second  section
describes  the  concept  of  customer  engagement  and  analyzes
the  possible  relationship  with  frontline  employees.  The  third
section  presents  the  reference  model  and  hypotheses  that
form  the  basis  of  the  empirical  study.  The  fourth  section
details  the  empirical  study,  whilst  the  subsequent  section
shows  the  results.  To  conclude  we  provide  a  section  on
discussions,  implications,  possible  limitations  and  propose
future  lines  of  investigation.
Customer engagement and frontline
employees
Engagement  recently  emerged  in  customer  management  lit-
erature  and  in  the  ﬁeld  of  relational  marketing  (Verhoef
et  al.,  2010).  To  date,  international  consulting  ﬁrms  have
published  numerous  studies  to  analyze  the  concept  by  try-
ing  to  assess  its  inﬂuence  on  business  results  (e.g.,  Smith
&  Wallace,  2010;  Voyles,  2007).  Academic  investigations
have  added  to  the  stream  of  professional  studies,  with
authors  such  as  Brodie,  Hollebeek,  Juric,  and  Ilic  (2011)
demonstrating  their  multidisciplinary  approach  through
links  with  sociology,  psychology,  and  of  course,  marketing.
The  concept  is  deﬁned  as  behavioural  manifestations  of  the
customer  towards  the  company  that  surpass  purchases  and
repurchases  of  a  product  and  service,  resulting  from  differ-
ent  motivations  of  the  individual  (Van  Doorn  et  al.,  2010).  In
this  sense,  the  non-transactional  behaviour  that  customers
display  in  a  disengaged  manner,  which  have  a  delayed  effect
on  company  results,  should  also  be  added  to  the  economic
transaction  that  is  derived  from  sales  (Kumar  et  al.,  2010).
Engagement  refers  to  the  strength  of  the  behavioural  tie
the  customer  has  with  the  company  (Van  Doorn  et  al.,  2010).
This  tie  not  only  serves  to  retain  present  customers  --  by  con-
solidating  the  relationship  with  the  company  --  but  also  to
attract  new  ones  (Bowden,  2009).  Engagement  requires  con-
tinuity  and  continual  two-way  communications  as  a  result
of  the  customer--company  connection  and  the  interactiv-
ity  of  these  relationships  (Druckenmiller,  2009).  Terms  such
as  connection,  participation,  involvement  or  absorption  are
used  (Higgins  &  Scholer,  2009).  The  interactive  experience
and  co-creativity  of  the  customer  are  also  highlighted  in  the
relationship  with  the  company  (Brodie  et  al.,  2011).
For  the  purpose  of  this  study  we  will  use  the  deﬁnition
given  by  Van  Doorn  et  al.  (2010)  which  contemplates  the
behavioural  proﬁle  of  the  construct,  depending  on  the  dif-
ferent  motivations  of  the  individuals.  These  authors  believe
that  customer  satisfaction  is  decisive  in  order  to  under-
stand  their  level  of  engagement.  This  deﬁnition  highlights
the  importance  of  certain  behaviours  of  customers,  man-
ifested  in  a  disengaged  manner,  which  could  hold  future
value  for  the  company.  This  is  understood  to  be  the  case
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s  authors  such  as  Kumar  et  al.  (2010)  state  that  a  cus-
omer  with  a  high  level  of  engagement  is  more  valuable  for
he  company  and  provides  increased  proﬁtability.  For  exam-
le,  in  the  case  of  services  which  are  characterized  by  their
ntangibility,  there  is  a  high  level  of  uncertainty  prior  to  sign-
ng  a  contract  or  service  delivery,  so  the  fact  that  a company
lready  has  these  connected  customers  could  strengthen  the
rust  of  other  possible  users,  improve  its  brand  image  and
ven  attract  other  customers.  In  this  sense,  our  investiga-
ion  seeks  to  analyze  the  importance  of  employee  actions  in
etermining  the  level  of  customer  engagement.
The  research  by  Gounaris  (2008)  is  particularly  interest-
ng  as  it  highlights  that,  within  the  services  context,  the
nteractions  between  frontline  employees  and  customers
nﬂuence  the  overall  perception  of  the  service  quality  and
ltimately,  customer  satisfaction.  This  is  due,  in  part,  to
he  fact  that  services  are  characterized  by  inseparability
nd  intangibility,  and  it  is  often  the  employees  themselves
ho  deliver  the  service  and  act  as  a  communication  channel
Berry,  1981;  Cadwaller  et  al.,  2010;  Paswan  et  al.,  2005).
Therefore,  given  that  frontline  employees  play  a  signiﬁ-
ant  role  in  the  overall  service  rating,  companies  should  take
reat  care  in  managing  their  performance.  Consequently,
t  makes  sense  to  promote  positive  attitudes  among  these
mployees.  Saari  and  Judge  (2004)  deﬁne  employee  atti-
ude  as  an  emotional  state  based  on  their  own  experiences  in
he  workplace.  This  attitude  is  based  on  both  objective  and
motional  issues  such  as  salary,  training  received,  work  con-
itions,  the  socio-cultural  proﬁle  of  the  employee,  feelings
owards  the  company  or  compatibility  with  company  values,
nd  ultimately  determines  whether  employees  are  satisﬁed
r  unsatisﬁed  (Gregory,  Harris,  Armenakis,  &  Shook,  2009).
long  these  lines,  Allen  and  Grisaffe  (2001)  and  Tharenou,
haks,  and  Moore  (2007)  posit  that  employees  with  a  positive
ttitude  who  feel  satisﬁed  are  able  to  perform  better,  which
n  turn  favours  company  results.  Therefore,  it  is  vital  for  a
ompany  to  understand  the  needs  and  expectations  of  their
mployees  to  increase  their  level  of  satisfaction,  as  satisﬁed
mployees  are  likely  to  treat  customers  better  and  offer  an
mproved  service  (Ahmed  &  Raﬁq,  2003;  Berry,  Hensel,  &
urke,  1976;  Paswan  et  al.,  2005;  Wieseke,  Ahearne,  Lam,
 Van  Dick,  2009).
Furthermore,  despite  the  great  advances  made  in
echnology,  telecommunications  and  virtual  services,  the
nteraction  between  employees  and  customers  continues
o  be  relevant  and  signiﬁcantly  inﬂuences  the  experi-
nce  the  customers  receive  (Ballantyne,  2003;  Zeithaml,
arasuraman,  &  Malhotra,  2002).  This  point  is  highlighted
y  the  fact  that  many  consumers  still  prefer  human  contact
o  the  virtual  environments,  which  many  prefer  to  use  as  an
nformation  channel.  Authors  such  as  Gummensson  (1987),
hmed  and  Raﬁq  (2003)  or  Ballantyne  (2003)  believe  that
mployees  form  part  of  the  value  chain  and  that  compa-
ies  should  strive  to  underline  both  the  importance  of  the
nterdependencies  that  exist  between  all  employees  and  the
nterfunctional  coordination  to  maximize  efﬁciency  and  ﬁnal
ustomer  satisfaction.  Speciﬁcally,  the  interaction  between
rontline  employees  and  customers  provides  an  excellent
arketing  opportunity  for  the  organization.  This  manifests
tself  in  various  ways,  not  only  in  terms  of  the  provision  and
elivery  of  services  but  also  as  an  opportunity  to  understand
ustomers  better,  their  changing  needs  and  expectations,
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evel  of  satisfaction  or  dissatisfaction,  the  possibility  of
eveloping  a  relationship,  etc.  by  means  of  feedback  which
s  of  great  value  for  the  future  of  the  company  (Ballantyne,
003;  Cadwaller  et  al.,  2010).
Therefore,  from  a  management  point  of  view,  aspects
uch  as  attracting,  selecting  and  retaining  the  right  staff
Raﬁq  &  Ahmed,  2000),  their  development,  training,  moti-
ation  and  rewards  (Babakus,  Yavas,  Karatepe,  &  Avci,  2003;
adwaller  et  al.,  2010;  Zhang  &  Bartol,  2010),  understanding
nd  trust  (Ahmed  &  Raﬁq,  2003),  communication,  work  envi-
onment,  procedural  justice  and  sincerity  (Paswan  et  al.,
005)  and  transparency  (Ballantyne,  2003) help  determine
he  level  of  employee  satisfaction  and  are  of  great  interest
o  organizational  performance.
Based  on  the  previous  arguments  we  believe  that,  within
he  services  context,  the  actions  of  the  employees  are
mportant  in  determining  both  customer  satisfaction  and
chieving  the  right  levels  of  engagement  for  the  company.
he inﬂuence of employees in customer
ngagement
he  aim  of  this  study  is  to  examine  the  inﬂuence  that
rontline  employees  possibly  exert  on  the  level  of  customer
atisfaction  and  engagement,  within  the  service  sector.  We
herefore  propose  a  model  by  means  of  hypotheses  that  is
ased  on  customer  management  literature  and  is  shown  in
ig.  1.  This  model  allows  us  to  assess  whether  satisfaction  is
 necessary  condition  to  generate  customer  engagement  or
hether  the  action  of  employees  is  sufﬁcient  to  evoke  this
eeling  and  future  behaviour.
The  literature  highlights  that  it  is  important  to  ﬁrst  satisfy
he  needs  and  expectations  of  employees  before  being  able
o  satisfy  the  needs  of  consumers  (Gounaris,  2008).  This  fact
s  relevant  because  the  actions  of  all  employees,  particularly
hose  who  are  frontline,  inﬂuence  the  perceived  experience
f  the  customer  (Zeithaml  et  al.,  2002)  and  the  assess-
ent  of  the  service  quality  received  (Berry,  1981;  George,
990;  Paswan  et  al.,  2005;  Wangenheim,  Evanschitzky,  &
underlich,  2007).
The  overall  sense  of  satisfaction  is  inﬂuenced  by  aspects
uch  as  correct  and  courteous  treatment,  the  effort  and
nterest  shown,  product  knowledge,  the  ability  to  transmit
lear  and  concise  information,  empathy,  or  solving  prob-
ems,  are  highly  valued  by  customers  (Ahmed  and  Raﬁq,
003;  Babakus  et  al.,  2003;  Gounaris,  2008).  In  order  for
ustomers  to  feel  satisﬁed  they  should  receive  a  level  of
m
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ervice  that  meets  or  exceeds  their  expectations  (Anderson,
ornell,  &  Mazvancheryl,  2004;  Torres  &  Tribo,  2011).  From
n  academic  standpoint,  unanimity  appears  to  exist  by  pos-
ulating  that  there  is  a positive  relationship  between  the
uality  of  employee  actions  and  the  level  of  perceived  cus-
omer  satisfaction  (Gummenon,  1999;  Ballantyne,  2003),
hich  allows  us  to  present  our  ﬁrst  hypothesis:
1. An  appropriate  attitude  of  frontline  employees  posi-
ively  inﬂuences  customer  satisfaction.
In  line  with  the  previous  arguments  we  can  assume  that
he  attitude  of  the  employees,  in  so  much  as  they  are  some-
imes  considered  the  true  spokespeople  of  the  company
Seltzer  et  al.,  2012),  can  lead  to  customers  talking  posi-
ively  about  the  company,  are  willing  to  contract  additional
ervices  or  simply  act  as  referrals  (Cambra,  Melero,  &  Sese,
012).  It  is  important  to  note  that  in  some  instances  the
ervice  contract  runs  for  a  sustained  period  of  time  and  cus-
omer  satisfaction  is  not  determined  until  the  contract  ends,
r  a  certain  level  of  initial  dissatisfaction  exists.  In  these
nstances,  the  employee--customer  interaction  can  generate
ertain  predisposition  of  the  customer  towards  engagement.
owever,  we  are  forced  to  tentatively  pose  this  assump-
ion  due  to  the  lack  of  previous  studies  that  have  explicitly
xamined  this  relationship.
2. An  appropriate  attitude  of  the  frontline  employees
ositively  inﬂuences  in  the  degree  of  customer  engagement.
One  of  the  fundamental  pillars  of  relational  market-
ng  is  building,  maintaining  and  developing  long-lasting  and
roﬁtable  relationships  between  a  company  and  its  cus-
omers  (Morgan  &  Hunt,  1994).  Furthermore,  the  theory
ostulates  that  satisfaction  must  exist  for  a  customer  to
e  willing  to  maintain  a relationship,  show  commitment  or
peak  favourably  about  the  company  and  recommend  it  to
ther  potential  customers.
However,  customer  engagement  is  considered  a  global
onstruct,  which  makes  it  necessary  to  determine  the  extent
o  which  satisfaction  affects  the  resulting  level  of  engage-
ent.  In  this  sense,  the  work  by  Higgins  and  Scholer  (2009)
onsiders  customer  satisfaction  a  key  antecedent  in  deter-
ining  the  extent  of  engagement,  highlighting  that  it  is
 necessary  condition.  However,  the  work  of  Van  Doorn
t  al.  (2010)  provides  the  strongest  arguments  to  sup-
ort  this  fact.  These  authors  believe  that  engagement  is  a
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satisfaction-driven  construct,  meaning  that  satisfaction  is  a
fundamental  prerequisite.
Therefore,  based  on  the  previous  arguments,  we  propose
that:
H3.  Customer  satisfaction  positively  inﬂuences  their
degree  of  engagement.
However,  failures  may  occur  in  any  relationship.  Often,
these  failures  are  inevitable  and  can  affect  the  level  of  cus-
tomer  satisfaction.  These  situations  are  known  as  ‘‘service
failures’’  (Cambra,  Berbel,  Ruiz,  &  Vázquez,  2011;  Maxham,
2001;  Michel  &  Meunter,  2008)  and  have  been  deﬁned  as  a
real  or  perceived  problems  by  the  customer  during  the  inter-
action  between  themselves  and  the  company.  In  the  case
of  services,  these  interactions  determine  the  level  of  sat-
isfaction  of  the  users  but  also  provide  the  company  with
the  possibility  of  ﬁxing  the  problem  and  regaining  satisfac-
tion.  The  actions  which  are  taken  subsequent  to  the  service
failure,  aimed  at  ﬁxing  the  problem,  are  denominated
‘‘service  failure  processes’’  (Bitner,  Booms,  &  Tetrault,
1990;  Grönroos,  1998;  Varela,  Vázquez,  &  Iglesias,  2009).
In  this  sense  the  actions  of  the  frontline  employees  play
a  decisive  role  (De  Matos,  Henrique,  &  Vargas,  2007),  not
only  by  processing  the  complaint  but  also  in  their  role  as
spokespeople  of  the  company  they  can  offer  an  apology
and  propose  possible  solutions  (Guenzi  &  Pelloni,  2004).  For
many  customers  the  speed,  energy  and  apparent  honesty
of  these  employees  play  a  pivotal  role  in  determining  their
level  of  satisfaction,  even  when  a  perfect  solution  has  not
been  found  (Mohr  &  Bitner,  1995).
Intuitively,  we  recognize  that  these  service  recovery  pro-
cesses  are  more  complex  than  those  situations  characterized
by  an  initial  level  of  satisfaction.  We  therefore  stress  the
interest  in  examining  whether  a  complaint  has  been  made  or
not,  and  whether  this  determines  the  degree  to  which  front-
line  employees  play  a  role  in  customer  engagement.  The
attitude  of  the  frontline  employees  inﬂuences  both  the  satis-
faction  of  customers  and  their  level  of  engagement,  and  this
inﬂuence  can  be  stronger  for  those  customers  who  do  not
show  a  state  of  initial  dissatisfaction.  Furthermore,  given
that  the  relationship  is  more  intense  during  service  recov-
ery  processes  the  link  between  satisfaction  and  engagement
will  also  be  more  intense.  Therefore,  we  propose:
H1A.  An  appropriate  attitude  of  frontline  employees  posi-
tively  inﬂuences  customer  satisfaction  to  a  stronger  degree
during  a  service  failure  than  in  situations  of  initial  satisfac-
tion.
H2A.  An  appropriate  attitude  of  frontline  employees  pos-
itively  inﬂuences  the  level  of  customer  engagement  more
intensely  during  a  service  failure  than  in  situations  of  initial
satisfaction.H3A.  The  satisfaction  of  customers  positively  inﬂuences
their  level  of  engagement  more  intensely  during  a  service
failure  than  in  situations  of  initial  satisfaction.
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n  order  to  test  the  hypothesis  posed  in  the  model  we  devel-
ped  a  questionnaire  aimed  at  mobile  phone  users.  During
012,  the  sector  recorded  more  than  58  million  lines  in
pain,  according  to  data  of  the  National  Commission  of
elecommunications  Market  (CMT,  2012).  However,  in  Jan-
ary  2013,  the  sector  registered  52.7  million  lines  in  Spain.
his  ﬁgure  is  certainly  revealing  given  that  more  than  5  mil-
ion  lines  were  lost  in  one  year.  Furthermore,  in  January
f  the  same  year  a  record  ﬁgure  of  mobile  phone  portabil-
ties  was  reached.  Speciﬁcally,  633,616  customers  change
perators  every  month.  Since  the  emergence  of  virtual  tele-
hone  companies  the  choices  available  have  multiplied  and
ompetition  has  increased  in  the  sector.  In  January,  170,000
obile  phone  portabilities  went  to  virtual  telephone  oper-
tors.  We  are  therefore  witnessing  a  sector  with  constant
rowth  which  is  characterized  by  intense  competitive  pres-
ure.  This  is  mainly  due  to  the  fact  that  it  is  difﬁcult  to
evelop  innovations  that  are  difﬁcult  to  imitate,  which  leads
perators  to  try  and  gain  market  share  through  aggressive
actics  to  attract  and  retain  customers  (Polo  &  Sese,  2009).
For  this  reason,  the  employee--customer  interaction  can
elp  stop  the  ﬂow  of  customers  leaving  --  and  could  even
ecome  a  focal  point  of  interest  for  new  customers  --  and
ustiﬁes  the  suitability  for  this  study.
The  scales  used  in  the  questionnaire  were  modiﬁed
o  suit  the  precise  needs  of  this  investigation,  and  were
djusted  from  previously  validated  scales  in  the  literature
see  Table  2).  Additionally,  to  verify  the  validity  and  com-
rehension  of  the  items  we  carried  out  a  pre-test  among
arketing  researchers  from  several  Spanish  universities  and
elephone  service  users.  Subsequently  we  amended  the
cales.  In  order  to  measure  the  employee  attitude  variable
e  used  a  three  item  scale  proposed  by  Karatepe  (2006).
his  scale  reﬂects  the  fundamentals  of  human  resource
anagement  with  regard  to  employee  attitude  (e.g.,  Saari
 Judge,  2004;  Tharenou  et  al.,  2007)  such  as  an  assessment
f  their  behaviour,  interest  and  energy.  The  variable  satis-
action  was  measured  using  two  indicators  --  based  on  the
orks  of  Chin  and  Gursoy  (2009)  and  Geyskens,  Steenkamp,
nd  Kumar  (1999)  --  that  express  the  overall  rating  by  the
ustomer  after  the  service  provision.  This  overall  percep-
ion  of  satisfaction  intuitively  compares  the  service  received
ith  the  prior  expectations,  which  is  presented  in  the  works
f  Anderson  et  al.  (2004)  and  more  recently  Torres  and
ribo  (2011).  We  considered  the  work  of  Sprott,  Czellar,  and
pangenberg  (2009)  as  a  starting  point  to  develop  the  scale
or  the  variable  customer  engagement.  This  scale  is  com-
rised  of  three  indicators  and  makes  reference  to  a  series
f  disengaged  behavioural  manifestations  by  customers  and
dheres  to  the  recommendations  of  renowned  authors  such
s  Bolton  (2011), Brodie  et  al.  (2011)  and  Van  Doorn  (2011),
n  so  much  as  customer  engagement  is  seen  as  an  aggregation
f  constructs  that  contemplate  the  foundations  of  the  global
oncept.  For  example,  Van  Doorn  et  al.  (2010)  recognize  the
ole  of  word-of-mouth  to  help  understand  customer  engage-
ent.  Furthermore,  Kumar  et  al.  (2010)  considers  that  it  is
ital  to  also  include  concepts  related  to  co-creation,  word-
f-mouth  and  referrals.  The  work  of  Bijmolt  et  al.  (2010)
lso  refers  to  word-of-mouth  and  co-creation.  Given  the
xploratory  nature  of  this  study  it  seems  appropriate  to  use  a
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Table  1  Technical  data.
Universe  Mobile  phone  users  (of  legal  age)  who
had maintained  their  current
contract  with  the  same  company
for at  least  2  years.
Geographical  scope National.  Spain
Sample  185  respondents
Sample  method  Stratiﬁed  by  quotas
Type  of  survey  Telephone
Proﬁle  of  the
respondents
Sex:  Male:  97  (52.43%);  female:  88
(47.57%)
Age: 18--25  years  old:  66  (35.67%);
26--35  years  old:  56  (30.27%);  35--50
years  old:  41  (22.16%);  >50  years  old:
22 (11.89%)
Complaint:  80  (43.24%);  No
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rcomplaint:  105  (56.76%)
Analysis  technique  PLS  and  SPSS
imple  scale  that  encompasses  the  main  behaviours  related
o  engagement:  recommendations  and  co-creation.
The  inclusion  criteria  for  individuals  in  the  sample  were:
i)  adults  of  legal  age,  (ii)  phone  mobile  service  users  and
iii)  the  current  contract  had  been  held  with  the  same
perator  for  at  least  two  years.  This  last  prerequisite  is
mportant  because  during  this  time  it  is  possible  that  sev-
ral  employee--customer  contacts  had  taken  place  which
ives  consumers  an  overall  impression  of  the  employees  of
he  company,  thus  eliminating  the  possible  bias  of  isolated
mployee  actions.  Furthermore,  respondents  were  asked
hether  they  had  made  a  complaint  or  not.  The  average
f  the  satisfaction  variable  for  those  users  who  had  made  a
omplaint  was  1.96,  whilst  the  ﬁgure  for  those  who  had  not
egistered  a  complaint  rose  to  4.9.  Here  it  is  important  to
ighlight,  as  Cambra,  Melero,  Sese,  and  Vázquez  (2013)  note
hat  the  mobile  phone  market  heads  the  list  for  the  poorest
ustomer  service.  For  this  reason,  a  signiﬁcant  number  of
omplaints  and  claims  are  made  every  year,  which  results
n  the  sector  residing  ﬁrst  place  in  the  classiﬁcation  of  sec-
ors  for  the  highest  number  of  complaints  and  unsatisfactory
ituations.  According  to  data  from  the  Telecommunications
ser  Support  Ofﬁce,  the  number  of  claims  registered  for  ser-
ices  in  the  mobile  phone  market  reached  20.085  in  2011,
hich  represents  a  50%  increase  on  the  previous  year,  2010.
The  technical  data  for  our  study  can  be  found  in  Table  1.
In  order  to  assess  the  quality  of  the  data  obtained  we
nalyzed  individual  and  composite  reliability,  convergent
alidity  and  discriminant  validity  (using  cross-loading  and
verview  techniques).  We  should  highlight  that  all  the  con-
tructs  were  considered  as  ﬁrst-order.  First,  we  carried  out
n  individual  reliability  analysis  where  the  values  corre-
ponding  to  each  item  exceeded  the  threshold  stipulated  by
armines  and  Zeller  (1979).  The  same  is  true  when  assessing
he  composite  reliability  of  the  variables  using  Cronbach’s
lpha  and  the  Composite  Reliability  Index  (see  Table  2).
The  convergent  and  discriminant  validity  of  the  model
as  also  conﬁrmed,  as  the  average  variance  extracted  (AVE)
s  higher  than  0.5  (Fornell  &  Larcker,  1981)  and  the  compari-
on  of  the  square  root  of  the  AVE  of  each  construct  exceeded
he  correlations  between  the  variables  (see  Table  3).
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Once  the  quality  of  the  data  was  conﬁrmed,  we  car-
ied  out  a  structural  equation  analysis  Partial  Least  Squares
PLS)  using  the  software  program  SmartPLS  2.0M3  ver-
ion  to  test  the  robustness  of  the  model  and  hypotheses
osed.  This  methodology  has  recently  been  defended  in
he  area  of  marketing  (Chung,  2009;  Hair,  Ssrstedt,  Ringle,
 Mena,  2012;  Lindgreen,  Palmer,  Wetzels,  &  Antioco,
009;  Reinartz,  Haenlein,  &  Henseller,  2009)  and  is  appro-
riate  to  meet  the  objectives  of  this  study.  We  chose
his  method  as  our  study  is  based  on  the  prediction  and
elationships  of  an  exploratory  nature  (Roldán  &  Sánchez-
ranco,  2012).  Furthermore,  we  consider  our  model  to
e  relatively  incremental  as  it  is  partly  based  on  previ-
us  models  (attitude--satisfaction)  but  also  includes  new
easurements  (attitude  of  the  employees-engagement;
atisfaction-engagement)  (Chin,  2010).  In  addition,  PLS  is
obust  for  moderately  sized  samples  (Cassel,  Hackl,  &
estlund,  2000;  Reinartz  et  al.,  2009).
esults
eneral  model
n  this  section  we  analyzed  the  structural  model  using  the
martPLS  software.  In  order  to  do  this  we  calculated
he  path  coefﬁcients  and  t  values  of  the  parameters
btained  using  the  Bootstrap  technique.  These  measure-
ents  conﬁrm  the  precision  and  stability  of  the  estimations.
able  4  shows  the  signiﬁcance  of  the  structural  paths  and
cceptance  or  rejection  of  the  three  hypotheses  posed  in
he  model.
These  results  show  the  signiﬁcance  of  the  three  hypothe-
es  posed.  Furthermore,  R2 of  the  dependent  variables  are
cceptable  (R2 SAT  =  0.4531;  R2 ENG  =  0.7942).  The  results
f  the  estimation  show  that  the  parameters  associated  with
he  three  contrasted  relationships  are  positive  and  signiﬁ-
ant.  We  can  therefore  conﬁrm  that  a  positive  attitude  of
he  employees  can  generate  customer  satisfaction  in  the
mployee--customer  interaction,  within  the  service  industry
ontext.  This  satisfaction  positively  and  signiﬁcantly  inﬂu-
nces  the  level  of  customer  engagement,  which  can  be  of
reat  value  to  the  company,  in  non-transactional  terms.
astly,  we  examined  the  possibility  of  the  existence  of  a
irect  relationship  between  the  attitude  of  the  employees
nd  the  level  of  customer  engagement.  This  relationship
s  signiﬁcant  and  suggests  that  their  interaction  with  cus-
omers  has  a  direct  effect  on  the  level  of  engagement.
To  assess  the  predictive  relevance  of  the  model  we
sed  the  Stone--Geisser  test.  The  resulting  Q2 value  of  the
wo  dependent  variables  was  satisfactory  (Q2-SAT  =  0.3996;
2-ENG  =  0.4909).  Thus,  we  can  infer  that  the  dependent
ariables  can  be  predicted  via  the  independent  variables.
dditionally,  we  calculated  the  goodness  of  ﬁt  proposed  by
enenhaus,  Esposito,  Chatelin,  and  Lauro  (2005)  that  shows
 value  of  0.7008  and  can  be  considered  high  based  on  the
eferences  proposed  by  Cohen  (1988).ndirect  effect
s  well  as  calculating  the  relationships  proposed  in  the
odel,  owing  to  the  fact  that  the  third  hypothesis  --  which
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Table  2  Measurement  scales  (reliability).  (The  scales  run  from  1  =  totally  disagree  to  7  =  totally  agree).
Variables/indicators  Results
Average  Std.
deviation
Cross
loadings
Composite
reliability
AVE
Attitude  of  the  employees  (Karatepe,  2006)
The employees  use  all  their  energy  when  advising  me
which  service  to  choose
3.70 1.671 0.8894
0.9313 0.8188
The  employees  show  interest  in  understanding  my
needs
3.44  1.707  0.9056
The overall  behaviour  of  the  employees  is  adequate  3.48  1.768  0.9193
Customer  satisfaction  (Chin  &  Gursoy,  2009;  Geyskens  et  al.,  1999)
I am  highly  satisﬁed  with  the  service  of  the  company  3.16  1.810  0.9419
0.9448  0.8954I have  a  good  overall  opinion  of  the  service  provided
by the  company
3.21  1.752  0.9506
Customer  engagement  (Sprott  et  al.,  2009)
I like  to  share  my  experiences  with  other  consumers  3.44  1.464  0.7767
0.8466 0.7491I am  willing  to  continue  doing  business  with  the
company  in  the  future
3.57  1.961  0.7483
I would  recommend  the  services  of  this  company
to friends  or  family
3.15  1.699  0.8856
Table  3  Discriminant  validity  of  the  variables  in  the  structural  model.
Variables Attitude  of  the  employees Customer  satisfaction Customer  engagement
Attitude  of  the  employees  0.9048  0  0
Customer satisfaction  0.6729  0.9468  0
Customer engagement  0.6576  0.7905  0.8655
Data appearing on the main diagonal are the square roots for the AVE (a
represent the correlations between constructs. All correlations are sig
establishes  a  link  between  the  attitude  of  the  employees
and  the  level  of  customer  engagement  --  is  signiﬁcant,  we
needed  to  calculate  the  mediating  effect  of  satisfaction.
Table  5  shows  the  data  corresponding  to  the  calculation  of
the  total  effect  (direct  and  indirect)  of  the  attitude  of  the
employees  on  the  level  of  customer  engagement.  To  ver-
ify  the  signiﬁcance  of  the  indirect  effect  we  used  the  Sobel
(1982)  test  and  obtained  the  ‘‘z’’  statistic.
Table  4  Results  of  the  structural  model.
Relationships  between  the
variables
Coefﬁcient  ˇ  (T
value;  bootstrap)
Total  sample  (N  =  185)
H1:  Attitude  of  the
employees  →  satisfaction
0.6729*** (16.894)
H2:  Attitude  of  the
employees  →  customer
engagement
0.1068* (1.9709)
H3:  satisfaction  →  customer
engagement
0.8187*** (19.5611)
* p < 0.05 (t = 1.96). The hypothesis is conﬁrmed with a signiﬁ-
cance of 95%.
*** p < 0.001 (t = 3.31). The hypothesis is conﬁrmed with a signif-
icance of 99.9%.
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dverage variance extracted) of the variables. The rest of the data
niﬁcant p < 0.01 (Fornell & Larcker, 1981).
As  Table  5  shows,  the  mediator  effect  of  satisfaction  is
onﬁrmed  with  the  ‘‘z’’  statistic  in  the  relationship  that
elates  the  attitude  of  the  employees  (ACT)  to  the  level  of
ustomer  engagement  (ENG),  with  a  p-value  <0.001.  The
ize  of  the  indirect  effect  on  the  total  effect  is  given  by
he  VAF  (variance  accounted  for)  proposed  by  Iacobucci  and
uhachek  (2003). In  this  sense,  almost  84%  of  the  total
mpact  of  the  variable  ACT  on  ENG  is  due  to  the  indirect
ffect.  The  total  effect  of  ACT  over  ENG,  including  the  indi-
ect  effect  that  satisfaction  exerts,  substantially  exceeds
he  direct  effect  (0.6577  versus  0.1068).  Therefore,  the
ediator  effect  of  customer  satisfaction  in  the  relation-
hip  between  the  attitude  of  the  employees  and  customer
ngagement  is  demonstrated.  Therefore,  despite  the  fact
hat  the  results  indicate  that  the  actions  of  frontline  employ-
es  can  be  a  sufﬁcient  condition  to  generate  engagement,
atisfaction  logically  reinforces  this  effect.
nalysis  of  the  moderator  effect
s  we  outlined  in  previous  sections,  this  investigation  aims  to
ssess  whether  the  degree  to  which  frontline  employees  can
ffect  customer  engagement  is  conditioned  by  the  existence
r  absence  of  a  complaint.  In  order  to  do  this  we  ﬁrstly  pro-
uced  a  multi-sample,  following  the  guidelines  of  Chin  and
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Table  5  Results  for  the  moderating  effect  of  satisfaction.
Variables  Direct  impact  Indirect  impact  Total  impact
Value  z  (Sobel)  VAF
Attitude  of  the  employees  0.1068  0.5509*** 9.9610  (p  <  0.001)  0.8376  0.6577
Customer satisfaction  0.8187  --  0.8187
*** p < 0.001.
Table  6  Results  of  the  structural  multi-sample.
Impact  on  the  endogenous  variables  Complaint  (n  =  80)  No  complaint
(n  =  105)
Path  coefﬁcients  (ˇ)
T  value  (bootstrap)
Path  coefﬁcients  (ˇ)
T  value  (bootstrap)
H1:  attitude  of  the  employees  →  satisfaction  0.6945*** (10.911)  0.4818*** (11.9738)
H2:  attitude  of  the  employees  →  customer  engagement  0.3488** (2.7346)  0.0874* (2.0338)
H3:  satisfaction  →  customer  engagement  0.5437*** (7.6653)  0.3275*** (6.5078)
* p < 0.05 (t = 1.96). The hypothesis is conﬁrmed with a signiﬁcance of 95%.
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ep < 0.01 (t = 2.58). The hypothesis is conﬁrmed with a signiﬁcan
*** p < 0.001 (t = 3.31). The hypothesis is conﬁrmed with a signiﬁca
rye  (2003),  which  consists  of  comparing  the  ˇ  coefﬁcients
or  each  of  the  sub-samples.  This  ﬁrst  analysis  provides  an
verall  vision  which  should  be  subsequently  corroborated
ith  the  moderator  effect.  The  results  of  this  analysis  are
hown  in  Table  6.
The  data  show  that  the  proposed  relationships  are  signif-
cant  in  both  sub-samples;  that  is  to  say  that  the  actions  of
rontline  employees  are  decisive  in  determining  the  level
f  customer  engagement,  irrespective  of  whether  customers
ave  made  a  complaint  or  not.  Furthermore,  from  analyz-
ng  the  path  coefﬁcients  we  can  deduce  that  the  values  are
igher  for  the  sub-sample  ‘‘complaint’’  meaning  that  the
ctions  of  employees  are  more  important  where  a  complaint
as  been  made.  This  all  lends  weight  to  the  argument  that
n  the  case  of  a  service  failure  the  attitude  of  the  employ-
es  possibly  has  more  importance  in  terms  of  generating
ustomer  engagement.
However,  to  assess  whether  these  differences  are  signif-
cant  it  is  necessary  to  carry  out  an  analysis  based  on  the
-test  proposed  by  authors  such  as  Chin  and  Frye  (2003)  or
eil  et  al.  (2000).  The  results  of  this  test  are  included  in
able  7.  We  can  conclude  that  the  existence  or  absence  of
 complaint  moderates  all  the  relationships  proposed  in  the
ausal  model.  Therefore,  we  can  conﬁrm  that,  in  the  case  of
ector  analyzed  in  this  study,  the  fact  that  a  complaint  has
een  made  can  inﬂuence  the  perception  the  customers  have
f  the  activities  of  frontline  employees.  Where  no  complaint
as  been  made  customers  value  a  favourable  attitude  and
atisfaction  with  the  service  received,  but  when  a  complaint
xists  customers  tend  to  value  more  the  performance  of  the
mployees  who  deal  with  them.
iscussion and  conclusionshe  importance  of  customer  engagement  lies  in  the  impact
his  concept  can  have  on  the  future  of  the  company.  As  Van
oorn  et  al.  (2010)  commented,  an  engaged  customer  can
c
e
t
tf 99%.
of 99.9%.
mprove  the  reputation  and  ﬁnancial  value  of  companies.
irstly,  customer  loyalty  generates  a  certain  ﬂow  of  future
ales  and  revenue,  whilst  non-transactional  activities  such
s  blogging,  referrals,  co-creation  and  positive  word-of-
outh  can  serve  to  attract  new  customers  and  also  generate
uture  sales.  Secondly,  these  behaviours  help  strengthen  the
eputation  of  the  company  over  the  long-term  as  consumers
end  to  trust  the  recommendations  of  other  buyers.  Compa-
ies  should  therefore  dedicate  resources  to  identifying  the
ost  proﬁtable  customers  and  those  who  could  potentially
ecome  so  based  on  their  non-transactional  behaviour.
These  ideas  are  particularly  relevant  to  the  service  sec-
or,  where  companies  should  strive  to  highlight  the  tangible
spects  of  their  services  and  demonstrate  their  ability  to
eet  customer  expectations.  In  this  sense,  our  investiga-
ion  aimed  to  analyze  the  role  that  frontline  employees
ould  potentially  play  in  determining  the  degree  of  customer
ngagement.  Furthermore,  we  wished  to  examine  whether
anaging  the  employee--customer  interaction  was  a  suf-
cient  condition  to  achieve  an  engaged  customer.  In  this
egard,  as  we  proposed  in  our  model,  the  role  of  employ-
es  is  relevant.  Data  suggest  that  the  employee--customer
nteraction  is  sufﬁcient  to  generate  customer  engagement,
lthough  this  is  reinforced  by  customer  satisfaction.  Satis-
action  is  vital  for  achieving  connected  customers.  However,
ur  results  suggest  that  the  actions  of  employees  could
ufﬁce  to  generate  customer  engagement,  even  though
atisfaction  reinforces  the  effect.  This  is  a  groundbreak-
ng  result  and  holds  important  implications  for  business
ractice.
Furthermore,  we  have  examined  whether  the  fact  that
 complaint  has  been  made  moderates  the  role  of  frontline
mployees  in  the  level  of  customer  engagement.  Speciﬁ-
ally,  when  a complaint  has  been  made  the  impact  of  these
mployees  is  greater  than  in  other  types  of  situations  such  as
hose  (i)  characterized  by  a  certain  level  of  initial  satisfac-
ion  or  (ii)  where  no  complaint  was  registered.  This  makes
The  role  of  frontline  employees  in  customer  engagement  75
Table  7  Results  of  the  analysis  of  the  moderator  effect.
T-test  Complaint  (ˇ)
(n  =  80)
No  complaint
(ˇ)  (n  =  105)
SE  SP  T-value
Complaint  No  complaint
H1:  attitude  of  the  employees  →  satisfaction 0.6945 0.4818 0.0637  0.0653  0.608  2.287*
H2:  attitude  of  the  employees  →  customer
engagement
0.3488 0.0874 0.0858 0.0942 0.839 2.036*
0
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TH3:  satisfaction  →  customer  engagement  0.5437  
*p < 0.05 (t = 1.96). SE: standard error. SP: Separate variance estim
sense  as  during  a  complaint  and  service  recovery  process
the  number  of  employee--customer  interactions  is  greater
and  the  actions  taken  by  the  employees  can  even  substitute
the  proposed  solution  and  the  real  service  quality.  Again,
this  ﬁnding  has  important  practical  implications,  in  so  much
as  the  employees  become  spokespeople  of  the  company.
This  study  also  highlights  the  importance  of
employee--customer  interactions  in  order  to  satisfy
customers  and  generate  their  engagement.  Aspects  such  as
training  or  motivation  determine  employee  performance
and  are  crucial  to  understanding  the  success  of  a  company,
more  so  in  the  case  of  the  service  industry.  Employees
who  are  better  prepared  and  more  motivated  can  generate
increased  proﬁts  for  the  company  thanks  to  the  positive
effects  on  non-transactional  behaviour  of  customers.
From  a  practical  point  of  view,  companies  should  under-
stand  that  the  performance  of  their  employees  is  important
both  as  a  way  to  generate  satisfaction  as  well  as  a  means
of  acquiring  customers  who  are  willing  to  build  ties  with  the
company.  In  this  regard,  companies  should  consider  devel-
oping  a  closer  rapport  with  their  customers  and  employees,
and  think  carefully  about  the  selection  criteria,  training,
motivation  and  salary  conditions  they  use  to  manage  the
workforce.
This  study  represents  a  ﬁrst  attempt  to  explicitly
examine  the  role  of  frontline  employees  and  the  level  of
customer  engagement.  Despite  the  encouraging  results
obtained,  we  should  recognize  a  series  of  limitations.
Firstly,  the  employee--customer  interaction  is  not  the  only
communication  channel  which  companies  use  and  this  could
affect  the  overall  assessment  of  how  the  ﬁrm  manages  its
relationships  with  customers.  The  new  technologies  may
have  much  to  say,  as  authors  such  as  Wigley  and  Lewis
(2012),  Waters,  Burnett,  Lamm,  and  Lucas  (2009)  or  Yang
and  Kang  (2009),  point  out.  Secondly,  owing  to  the  fact  that
this  is  a  pioneer  study  and  the  size  of  the  simple,  we  should
be  cautious  with  the  robustness  of  the  results  obtained.
Furthermore,  the  lack  of  consensus  on  how  to  measure
the  engagement  construct  makes  our  task  of  establishing
a  generally  approved  proposal  difﬁcult.  The  scale  used  in
this  study  may  be  perhaps  too  basic  but  it  has  enabled
us  to  empirically  test  a  phenomenon  that  has  not  been
tested  to  date.  Future  investigations  could  take  up  the
challenge  of  proposing  a  more  comprehensive  scale.  This
would  require  a  larger  study,  although  our  data  show  a
deﬁnite  path  of  inquiry.  For  example,  it  could  be  interesting
to  compare  results  with  different  sectors.  Furthermore,
the  data  are  cross-sectional  and  are  based  on  the  opinions
of  the  interviewees.  We  should  note  the  possible  presence
R
A.3275  0.0696  0.0811  0.697  2.028*
f  the  common  method  bias.  This  bias  refers  to  the  propor-
ion  of  variance  of  the  variables  related  to  the  measurement
ethod  (Podsakoff,  Mackenzie,  &  Lee,  2003).  In  order  to
ounter  this  possible  bias  Podsakoff  et  al.  (2003)  recommend
sing  procedural  and/or  statistical  strategies.  Both  strate-
ies  have  been  simultaneously  used  in  several  researches
n  marketing  (e.g.,  López-Sánchez,  González,  &  Santos,
010).  In  terms  of  procedure,  which  affects  the  basis  of  the
tudy  and  tries  to  eliminate  --  or,  at  least  minimize  --  the
mpact  of  this  bias,  we  designed  the  study  such  that  (i)  we
uaranteed  the  anonymity  of  the  respondents,  (ii)  clariﬁed
hat  they  were  no  right  or  wrong  answers,  (iii)  used  pre-
iously  validated  scales  and  (iv)  through  the  use  of  various
re-tests  with  different  reference  groups  deleted  possible
mbiguities  from  the  scales  and  ensured  that  the  items
ere  simple,  speciﬁc  and  concise.  In  terms  of  the  strategies
dopted  for  statistical  analysis,  we  used  Harman’s  single
actor  test.  In  the  factorial  analysis  no  single  factor  was
dentiﬁed  that  explained  the  variance  of  all  the  items,  sug-
esting  that  it  is  unlikely  that  bias  exists  on  the  basis  of  using
 single  method.  The  principal  factor  explains  39.10%  of
he  variance.  Thus,  given  that  there  is  no  single  factor  that
xplains  more  than  50%  of  the  variance,  the  data  obtained
an  be  accepted  as  valid  (Podsakoff  &  Organ,  1986).
With  regard  to  possible  future  lines  of  investigation  we
elieve  it  would  be  interesting  to  study  the  inﬂuence  of
ther  channels  of  communication  to  assess  which  ones  are
ost  effective,  and  thus,  increase  the  efﬁciency  of  resource
llocation.  It  would  also  be  interesting  to  replicate  the  study
n  different  industries  to  determine  the  extent  to  which  the
ature  of  the  product/services  and  the  competitive  struc-
ure  of  the  sector  can  moderate  the  proposed  relationships.
unding
he  authors  express  their  gratitude  for  the  ﬁnancial  support
eceived  from  the  Spanish  Government  CICYT  (ECO  2011-
3027),  from  the  Regional  Government  and  FEDER’s  funding
Generés  S09)  and  the  national  grant  FPU10/4448.
onﬂict of interest
he  authors  declare  no  conﬂict  of  interest.eferences
hmed, P., & Raﬁq, M. (2003). Internal marketing issues and chal-
lenges. European Journal of Marketing,  37,  1177--1186.
7A
A
B
B
B
B
B
B
B
B
B
C
C
C
C
C
C
C
C
C
C
C
D
D
F
G
G
G
G
G
G
G
G
H
H
H
I
K
K
K
L
L
M6  
llen, N., & Grisaffe, D. (2001). Employee commitment to the orga-
nization and customer reactions: Mapping the linkages. Human
Resource Management Review,  11,  209--236.
nderson, E., Fornell, C., & Mazvancheryl, S. (2004). Customer
satisfaction and shareholder value. Journal of Marketing,  68,
172--185.
abakus, E., Yavas, U., Karatepe, O., & Avci, T. (2003). The effect
of management commitment to service quality on employees’
affective and performance outcomes. Journal of the Academy
of Marketing Science, 31,  272--286.
allantyne, D. (2003). A relationship-mediated theory of internal
marketing. European Journal of Marketing,  37,  1242--1260.
erry, L. (1981). The employee as customer. Journal of Retail Bank-
ing, 3, 25--28.
erry, L., Hensel, J., & Burke, M. (1976). Improving retailer capa-
bility for effective consumerism response. Journal of Retailing,
52, 3--14.
ijmolt, T., Leeﬂang, P., Block, F., Eisenbeiss, M., Hardie, B., Lem-
mens, A., et al. (2010). Analytics for customer engagement.
Journal of Service Research, 13,  341--356.
itner, M., Booms, B., & Tetrault, M. (1990). The service encounter:
Diagnosing favourable and unfavourable incidents. Journal of
Marketing, 54,  71--84.
olton, R. (2011). Customer engagement: Opportunities and chal-
lenges for organizations. Journal of Service Research, 14,
272--274.
owden, J. (2009). The process of customer engagement: A concep-
tual framework. Journal of Marketing Theory and Practice, 17,
63--74.
rodie, R., Hollebeek, L., Juric, B., & Ilic, A. (2011). Customer
engagement: Conceptual domain, fundamental propositions,
and implications for research. Journal of Service Research, 14,
252--271.
adwaller, S., Burke-Jarvis, Ch., Bitner, M., & Ostrom, A. (2010).
Frontline employee motivation to participate in service inno-
vation implementation. Journal of the Academy of Marketing
Science, 38,  219--239.
ambra, J., Melero, I., Sese, F., & Vázquez, R. (2013). S.O.S. ¿Por
qué se van mis clientes? In S. Ruiz de Maya, & I. Grande (Eds.),
Casos de Comportamiento del Consumidor. Reﬂexiones para la
Dirección de Marketing.  Madrid: ESIC.
ambra, J., Berbel, J., Ruiz, R., & Vázquez, R. (2011). Anal-
ysis of the service recovery processes in the mobile phone
sector. Cuadernos de Economía y Dirección de Empresas, 14,
173--184.
ambra, J., Melero, I., & Sese, F. (2012). Customer engagement:
An exploratory study in the mobile communications industry.
Universia Business Review, 33,  84--103.
armines, E., & Zeller, R. (1979). Reliability and validity
assessment. In Sage university paper series on quantitative
applications in the social sciences (07-017). Beverly Hills, CA:
Sage.
assel, C., Hackl, P., & Westlund, A. (2000). On measurement of
intangible assets: A study of robustness of partial least squares.
Total Quality Management, 11,  897--907.
hin, W.  (2010). How to write up and report PLS analyses. In
V. Vinzi, W.  Chin, J. Henseler, & H. Wang (Eds.), Handbook
of partial least squares: Concepts, methods and applications
(pp. 655--690). Berlin: Springer-Verlag.
hin, C., & Gursoy, D. (2009). Employee satisfaction, customer sat-
isfaction, and ﬁnancial performance: An empirical examination.
International Journal of Hospitality Management, 28,  245--253.
hin, W., & Frye, T. (2003). PLS-Graph.  University of Houston.
hung, H. (2009). Structure of marketing decision making and inter-
national marketing standardization strategies. European Journal
of Marketing,  43,  794--811.
ohen, J. (1988). Statistical power analysis for the behavioral sci-
ences. New Jersey: Lawrence Erlbaum Associates.
MJ.  Cambra-Fierro  et  al.
e Matos, C., Henrique, J., & Vargas, C. (2007). Service recov-
ery paradox: A meta-analysis. Journal of Service Research, 10,
60--77.
ruckenmiller, G. (2009). Customer engagement: Using technology
to build relationships. Mintz & Hoke Communications Group.
www.mintz-hoke.com
ornell, C., & Larcker, D. (1981). Evaluating structural equation
models with unobservable variables and measurement error.
Journal of Marketing Research, 18,  39--50.
eorge, W. (1990). Internal marketing and organizational
behaviour: A partnership developing customer-conscious
employee at every level. Journal of Business Research, 20,
63--70.
eyskens, I., Steenkamp, B., & Kumar, N. (1999). A meta-analysis
of satisfaction in marketing channel relationships. Journal of
Marketing,  36,  223--238.
ounaris, S. (2008). The notion of internal market orientation and
employee job satisfaction: Some preliminary evidence. Journal
of Services Marketing,  22,  68--90.
regory, B., Harris, S., Armenakis, A., & Shook, Ch. (2009). Organi-
zational culture and effectiveness: A study of values, attitudes,
and organizational outcomes. Journal of Business Research, 62,
673--679.
rönross, C. (1998). Marketing services: The case of a missing
product. Journal of Business and Industrial Marketing,  13,
322--335.
uenzi, P., & Pelloni, O. (2004). The impact of interpersonal rela-
tionship on customer satisfaction and loyalty to the service
provider. International Journal of Service Industry Management,
18, 521--533.
ummensson, E. (1987). The new marketing-developing long term
interactive relationships. Long Range Planning, 20,  10--20.
ummenon, E. (1999). Total relationship marketing.  Oxford:
Butterworth-Heinemann.
air, J., Ssrstedt, M., Ringle, C., & Mena, J. (2012). An assessment
of the use of partial least squares structural equation modelling
in marketing research. Journal of the Academy of Marketing
Science, 40,  414--433.
iggins, E., & Scholer, A. (2009). Engaging the consumer: The sci-
ence and art of the value creation process. Journal of Consumer
Psychology, 19,  100--114.
ollebek, L. (2011). Exploring customer engagement: Deﬁnition and
themes. Journal of Strategic Marketing,  19,  555--573.
acobucci, D., & Duhachek, A. (2003). Mediation analysis. Presented
at a round table in the ACR conference, Toronto.
aratepe, O. (2006). Customer complaints and organizational
responses: The effects of complaints′ perceptions of justice on
satisfaction and loyalty. Hospitality Management, 25,  69--90.
eil, M., Tan, B., Wei, K., Saarinen, T., Tuunainen, V., & Wassenaar,
A. (2000). A cross-cultural study on escalation of commitment
behaviour in software projects. MIS Quarterly, 24,  299--325.
umar, V., Aksoy, L., Donkers, B., Venkatesan, R., Wiesel, T., &
Tillmans, S. (2010). Undervalued or overvalued customers: Cap-
turing total customer engagement value. Journal of Service
Research, 13,  297--315.
indgreen, A., Palmer, R., Wetzels, M., & Antioco, M. (2009). Do dif-
ferent marketing practices require different leadership styles?
An exploratory style. Journal of Business and Industrial Market-
ing,  24,  14--31.
ópez-Sánchez, J., González, C., & Santos, L. (2010). Service
innovation and customer co-creation: Effects on performance.
Revista Espan˜ola de Investigación en Marketing,  17, 79--102.
axham, J. (2001). Service recovery’s inﬂuence on customer
satisfaction, positive word-of-mouth and purchase intentions.
Journal of Business Research, 54,  11--24.ichel, S., & Meunter, M. (2008). The service recovery paradox:
True but overrated? International Journal of Service Industry
Management, 19,  441--457.
TT
T
V
V
V
V
V
V
V
W
W
W
W
Y
Z
Zhang, X., & Bartol, K. (2010). Linking empowering leadership andThe  role  of  frontline  employees  in  customer  engagement  
Mohr, L., & Bitner, M. (1995). The role of employee effort in satis-
faction with service transactions. Journal of Business Research,
32, 239--252.
Mollen, A., & Wilson, H. (2010). Engagement, telepresence,
and interactivity in online consumer experience: Reconciling
scholastic and managerial perspectives. Journal of Business
Research, 63,  919--925.
Morgan, R., & Hunt, S. (1994). The commitment-trust theory of
marketing relationships. Journal of Marketing,  58,  20--38.
Paswan, A., Pelton, L., & True, S. (2005). Perceived managerial
sincerity, feedback-seeking orientation and motivation among
front-line employees of a service organization. Journal of Ser-
vices Marketing,  19,  3--12.
Podsakoff, P., Mackenzie, S., & Lee, J. (2003). Common method
biases in behavioural research: A critical review of the literature
and recommendation remedies. Journal of Applied Psychology,
88,  879--903.
Podsakoff, P., & Organ, D. (1986). Self-reports in organizational
research: Problems and prospects. Journal of Management, 12,
531--544.
Polo, Y., & Sese, J. (2009). How to make switching costly: The role
of marketing and relationship characteristics. Journal of Service
Research, 12,  119--137.
Raﬁq, M., & Ahmed, P. (2000). Advances in the internal marketing
concept: Deﬁnition, synthesis and extension. Journal of Services
Marketing, 14,  449--462.
Reinartz, W., Haenlein, M., & Henseller, J. (2009). An empirical
comparison of the efﬁcacy of covariance-based and variance-
based SEM. International Journal of Research in Marketing,  26,
332--344.
Roldán, J., & Sánchez-Franco, M. (2012). Variance-based structural
equation modeling: Guidelines for using partial least squares
in information systems research. In M. Mora, O. Gelman, A.
Steenkamp, & M. Raisinghani (Eds.), Research methodologies,
innovations and philosophies in software systems engineering
and information systems (pp. 193--221). Hershey, PA: Informa-
tion Science Reference.
Saari, L., & Judge, T. (2004). Employee attitudes and job satisfac-
tion. Human Resource Management, 43,  395--407.
Seltzer, T., Gardner, E., Bichard, S., & Callinson, C. (2012). PR
in the ER: Managing internal organization--public relationships
in a hospital emergency department. Public Relations Review,
38,  128--136.
Smith, S., & Wallace, O. (2010). What is customer engagement?
(09/11/2010). Available from: http://www.wisegeek.com/
what-is-customer-engagement.htm
Sprott, D., Czellar, S., & Spangenberg, E. (2009). The importance
of a general measure of brand engagement on market behavior:
Development and validation of a scale. Journal of Marketing
Research, 46,  92--104.Sobel, M. (1982). Asymptotic conﬁdence intervals for indirect
effects on structural equation models. In S. Leinhardt (Ed.),
Sociological methodology (pp. 290--312). San Francisco: Jossy-
Bass.77
enenhaus, M., Esposito, V., Chatelin, Y., & Lauro, C. (2005). PLS
path modeling. Computational Statistics and Data Analysis, 48,
159--205.
harenou, P., Shaks, A., & Moore, C. (2007). A review and critique of
research on training and organizational-level outcomes. Human
Resource Management Review,  17,  251--273.
orres, A., & Tribo, J. (2011). Customer satisfaction and brand
equity. Journal of Business Research, 64,  1089--1096.
an Doorn, J. (2011). Customer engagement: Essence, dimen-
sionality, and boundaries. Journal of Service Research, 14,
280--282.
an Doorn, J., Lemon, K., Mittal, V., Nab, S., Pick, D., Pirner, P.,
et al. (2010). Customer engagement behavior: Theoretical foun-
dations and research directions. Journal of Service Research, 13,
253--266.
an Laer, T., & De Ruyter, K. (2010). In stories we trust: How narra-
tive apologies provide cover for competitive vulnerability after
integrity-violating blog post. International Journal of Research
in Marketing,  27,  164--174.
arela, C., Vázquez, R., & Iglesias, V. (2009). Defection behavior in
a service failure and recovery context. Cuadernos de Economía
y Dirección de Empresas, 12,  143--169.
erhoef, P., Reinartz, W.,  & Krafft, M. (2010). Customer engage-
ment as a new perspective in customer management. Journal of
Service Research, 13,  247--252.
ivek, S. (2009). A scale of consumer engagement (Doctor of philos-
ophy dissertation). Department of Management and Marketing,
Graduate School -- The University of Alabama, UMI.
oyles, B. (2007). Beyond loyalty: Meeting the challenge of cus-
tomer engagement. Economist Intelligence Unit,. Available at:
http://www.adobe.com/engagement/pdfs/partI.pdf
angenheim, F., Evanschitzky, H., & Wunderlich, M. (2007). Does
the employee--customer satisfaction link hold for all employee
groups? Journal of Business Research, 60,  690--697.
aters, R., Burnett, E., Lamm, A., & Lucas, J. (2009). Engaging
stakeholders through social networking: How non-proﬁt orga-
nizations are using Facebook. Public Relations Review,  35,
102--108.
ieseke, J., Ahearne, M., Lam, S., & Van Dick, R. (2009). The
role of leaders in internal marketing. Journal of Marketing,  73,
123--145.
igley, S., & Lewis, B. (2012). Rule of engagement: Practice what
you tweet. Public Relations Review, 38,  165--167.
ang, S., & Kang, M. (2009). Measuring blog engagement: Testing a
four-dimensional scale. Public Relations Review, 35,  323--324.
eithaml, V., Parasuraman, A., & Malhotra, A. (2002). Service
quality delivery through web sites: A critical review of extant
knowledge. Journal of the Academy of Marketing Science,  30,
362--375.employee creativity: The inﬂuence of psychological empower-
ment, intrinsic motivation and creative process engagement.
Academy of Management Journal, 53,  107--128.
